Volume 23

Issue 3

Article 3

November 2021

Social Influence, Xenocentrism and Status Consumption on
Purchase Intention: In the Case of Women’s Imported Handbags
Munkhbayasgalan Ganbold
National University of Commerce and Business, Mongolia

Urandelger Gantulga
Business School, National University of Mongolia, urandelger@num.edu.mn

Follow this and additional works at: https://amj.kma.re.kr/journal
Part of the Advertising and Promotion Management Commons, E-Commerce Commons, Marketing
Commons, and the Other Business Commons

Recommended Citation
Ganbold, Munkhbayasgalan and Gantulga, Urandelger (2021) "Social Influence, Xenocentrism and Status
Consumption on Purchase Intention: In the Case of Women’s Imported Handbags," Asia Marketing
Journal: Vol. 23 : Iss. 3 , Article 3.
Available at: https://doi.org/10.53728/2765-6500.1575

This Article is brought to you for free and open access by Asia Marketing Journal. It has been accepted for
inclusion in Asia Marketing Journal by an authorized editor of Asia Marketing Journal.

Social Inﬂuence, Xenocentrism and Status
Consumption on Purchase Intention: In the Case of
Women's Imported Handbags
Munkhbayasgalan Ganbold a, Urandelger Gantulga b,*
a
b

National University of Commerce and Business, Mongolia
Business School, National University of Mongolia, Mongolia

Abstract
The Mongolian market has got ﬁlled with imported products that pose a great challenge to domestic businesses.
However, on the other hand, exported products give opportunities to understand product quality standards for domestic
business owners. Therefore, it becomes meaningful to understand how the consumers distinguish between domestic
and imported products. The study examines the relationship between social inﬂuence, xenocentrism, status consumption, and imported product's purchase intention. To achieve the purpose of the research, a survey was conducted on
consumers who experienced the purchase of imported products. The data were examined using SPSS and SmartPLS 3.3
after a total of 426 effective questionnaires were gathered. The current study reveals social inﬂuence and xenocentrism,
which were important factors in the purchasing of imported products. Implications of the ﬁndings for theory and
managerial practice are discussed and future research directions identiﬁed.
Keywords: Xenocentrism, Status consumption, Social inﬂuence, Purchase intention

1. Introduction

G

lobalization, the social structure, the economy,
and the advent of a new era of information
technology have all inﬂuenced consumer behavior
in Mongolia during the previous thirty years. As a
consequence, consumers all over the world have
greater access to various products from other
countries than ever before. Developing countries
offer great opportunities for international businesses (Pentz, Terblanche and Boshoff 2017). On
the other hand, it has also created some challenges
for domestic businesses (Ranjbarian, Rojuee and
Mirzaei 2010). To remain in a highly competitive
market, domestic businesses need to match the
needs of the customer, which is driving business
companies to produce high-quality products.
Therefore, even domestic businesses in developing
countries need to offer world standard products that
are equally competitive with international companies. International expansion is a common

strategy pursued by companies both to expand their
operations and to counteract maturing domestic
retail environments (Knight and Kim 2007). According to the ﬁndings of the Zahid and Dastane
(2016) study on South East Asian (SEA) Young
Adults, “Strongest positive correlation occurred
between social inﬂuence and purchase intension
which proves social inﬂuence is the most important
factor of all which determines purchase intension”.
Furthermore, it appears that the most commonly
used variables in Asian research on factors inﬂuencing purchase intention on consumers were social
inﬂuences (Sharma et al. 2006). Xenocentrism has
arisen as a key background in understanding consumer behavior concerning both domestic and imported products on a global scale. Nevertheless,
with the growth of global economies, a need for a
better understanding of the impact of xenocentrism
on consumer behavior has emerged. In the consumer behavior ﬁeld, studies conclude that
consumer xenocentrism refers to a consumers'
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preference for imported products, rejecting one's
domestic products, based on the perception that
imported products are superior to domestic ones
(Stier 2010) (see Figs. 1 and 2).
Mongolia has made remarkable economic progress over the past 30 years. Its economic structure,
the lifestyle of people, and social groups dramatically changed (Asian Development Bank 2020.
Mongolia's economic prospects). Consumer status
consumption might be changed due to these
changes in Mongolia. Therefore, this study was
conducted to examine the impact of status consumption on consumer purchasing decisions. Also,
the current study aims to ﬁll the gaps present in the
existing literature on consumers' need for status
consumption and social inﬂuence by looking at the
imported women's handbags. Studies of status
consumption in relation to imported handbags have
been undertaken, but not in a context where they
have been examined together in developing countries like Mongolia. Sharma et al. (2006) “Asian
consumers prefer products made in Western countries”. In other words, Mongolian women, like other
Asian consumers, are interested in buying products
from developed or Western countries. Therefore,
importers can focus on staying in the market by
providing information on the origin of the product
to the target market. The scope of imported products covered in this study was limited to women's
handbags for the following reasons. Mongolia has
strong comparative advantages in cashmere,
leather, and livestock production. Therefore, we
chose a women's leather handbag to represent these
products, as we believe that it is possible to meet the
demand and use of products with comparative advantages domestically and internationally.
The woman handbag is an important durable
product in the social life of both developed and
developing countries. Women handbag import has
increased over the recent years in Mongolia. As of

2020, 19 companies produce leather bags in
Mongolia. In 2020, 1.5 million bags, mobile phone
cases, and suitcases were imported, which account
for almost two handbags for one woman in
Mongolia each year. As mentioned above, imported
products pose a great challenge to domestic businesses. To improve the competitiveness of domestic
products we need to understand why consumers
prefer imported products? What kind of factors inﬂuences a consumer's choice? The above statistical
information leads to the following reasonable
doubts. First, Mongolian leather products have
strong comparative advantages. Second, 19 small
and medium enterprises domestically produce
leather handbags. Third, the consumption of imported handbags is not expected to decrease. These
facts present a highly intriguing subject for researchers to explore the consumer purchase intention towards imported products in Mongolia.
Moreover, to improve the competitiveness of domestic products, it needs to be investigated what
kind of factors play an important role in consumer
purchasing behavior toward imported products.
The main objective of this research is to answer the
following questions:
1. Why do some consumers choose imported
products even when domestic ones are qualitatively similar or better and less expensive?
2. How do social inﬂuences, xenocentrism, and
status consumption inﬂuence imported product
purchase intention?
To discover how Mongolian consumers' different
motivations affect the purchase of imported products, marketers should identify what leads Mongolian consumers to purchase imported handbags and
then develop the most effective strategies based on
these ﬁndings. The results of this study contribute to
the marketing area and the body of literature on
consumer behavior towards imported handbags.
For domestic manufacturers, it provides information
to tailor their products to the consumer's demand by
taking into consideration the social inﬂuence and
status consumption that imported products offer.

2. Theoretical background and hypotheses
2.1. Social inﬂuence

Fig. 1. Proposed model.

Susceptibility to social inﬂuence is concerned with
complying to the standards or expectations of the
group while acquiring things (Bearden, Netemeyer
and Teel 1989). The perceived social pressure to
follow or not follow the expectations of others' conduct
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Fig. 2. Research model.

is referred to as social inﬂuences (Ajzen 2002). In
general, social inﬂuence is a powerful predictor of
behavior, even if people aren't always conscious of it
(Nolan et al. 2008). It entails conforming to the group's
conduct and viewpoints (Lin and Huang 2010). Susceptibility to social inﬂuence has been suggested as an
antecedent for pro-foreign consumer conceptions.
Rettanai Kannan (2020) noted Balabanis and Diamantopoulos (2016) empirically tested the relationship between xenocentrism and susceptibility to
interpersonal inﬂuence (of which normative inﬂuence
is one dimension) and found the constructs to be
positively related. Thus, peer pressure and views held
by one's group are associated with xenocentrism.
Mueller et al. (2016) in their exploratory study found
that peer pressure results in consumers having to
display their status through owning foreign products
or being xenocentric.
2.2. Xenocentrism
Consumer xenocentrism is described as a mindset
in which “a person favors products from countries
(or regions) other than their own” and “rates things
in terms of the other country rather than their own.”
(Mueller and Broderick 2010).
Xenocentrism is more than just a fondness for
the foreign, it is also associated with a rejection of

the local (Balabanis and Diamantopoulos 2016;
Kent and Burnight 1951). Kent and Burnight (1951)
state, Xenocentrics identify with the foreign group
and exaggerate the out-group while underestimating their group (Bartsch et al. 2016; Kent
and Burnight 1951; Traian-Alexandru 2016).
Rejection of in-group is a crucial feature of xenocentrism that distinguishes it from other positive
foreign bias notions. Therefore, xenocentrism is
most prevalent in developing and transitional
countries (Balabanis and Diamantopoulos 2016;
Kisawike 2015; Rojas-M
endez and Chapa 2019). In
xenocentrism research, “foreign products” relate
solely to products from developed countries such
as the United States, Western European nations,
and Japan (Mueller et al. 2016), not products from
other developing countries. In reality, the terms
“Western products” and “foreign products” are
used interchangeably in existing literature, even
though nations investigated, such as Japan, are not
Western nations. In summary, “foreign/Western
items” denotes things from industrialized
countries.
2.3. Status consumption
The term “status consumption” refers to consumers who seek self-satisfaction and demonstrate
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prestige and status to others through actual evidence (Eastman et al. 1997) or the motivation process in which a person tries to improve his or her
social status through the consumption of products
(Eastman, Goldsmith and Flynn 1999). Mason (1992)
found substantial levels of status consumption in
cultures throughout the world where the utility of
things was judged in terms of the social advantages
their purchase provided. Status consumption is
described as “the motivating process through which
individuals attempt to improve their social standing
via the conspicuous consumption of commercial
goods that signify status both for the individuals and
for others around them.” As a result, a persistent
individual feature, namely the purchase of status
goods, may assist the person in their quest for selfrespect and social acceptability. Status-seeking
customers are concerned with what relevant groups
believe are the greatest options for gaining group
status (Clark, Zboja and Goldsmith 2007). The
notion of status consumption is used to analyze and
assess an individual's proclivity to purchase products and services for the prestige that comes with
having such items (Eastman and Goldsmith 1999).
They contend that status consumption is not
conﬁned to those with higher incomes and that lowincome consumers also purchase for status. They
claim that people consume in this way to get
approval from the group and to be a part of it.
This can be linked to consumer xenocentrism
when people in developing countries buy imported
products in order to imitate and belong to the same
group as those in developed countries. It may also
refer to people in developing countries who
consume imported products in order to be deemed
part of the country's higher-income or successful
group.
2.4. Purchase intention
The term intention refers to the factors that inﬂuence and motivate consumers to buy products
and services (Hawkins and Mothersbaugh 2010).
The intention can represent a person's motivation to
carry out an activity (Conner and Armitage 1998).
Strong intentions lead to stronger behavior. Purchase intention pertains to the consumer's ability to
plan or willing to buy a certain product or service in
the future (Chiu et al. 2009). Purchase intention is a
plan for future actions or the possibility of believing
and acting on that belief. Additionally, purchasing
intentions reﬂect consumers' intentions to buy
products or services based on their feelings and
attitudes (Engel, Blackwell and Miniard 1995).
Studying consumer's purchase intentions is one of

the most common methods used by marketers to
gain a better understanding of their actual behavior
(Ghalandari and Norouzi 2012).
Depending on the above description, purchase
intention is deﬁned as the consumer's willingness to
buy a particular product based on the needs and
requirements of a particular product.
2.5. Hypotheses development
2.5.1. Social inﬂuence and purchase intention
Balabanis and Diamantopoulos (2016) empirically
tested social inﬂuence and found the constructs to
be positively related to the purchase intention. In
their exploratory study, Mueller et al. (2016)
discovered that social inﬂuence causes customers to
display their status by acquiring foreign products.
According to Foxall, Goldsmith and Brown (1998),
customers purchase products not merely to satisfy
their hedonic or utilitarian demands, but also to
impress their social status. People's purchases affect
not only individuals but society as a whole, and they
are more likely to be inﬂuenced by circumstances or
by others than by their own ideas Lee and Park
(2018). This demonstrates that people purchase
products and services to be accepted by their social
surroundings, rather than for themselves.
Furthermore, customers can express themselves
by purchasing things that reﬂect their views
(Meixiang and Subin 2021).
Moreover, Wang (2014) has studied the relationship between social inﬂuence and purchase intention. The ﬁndings suggest that there was a
substantial relationship between these two factors.
Furthermore, according to Bartels and Onwezen
(2014), a consumer's association with a social group
is a signiﬁcant factor on purchase intention. In
addition, because it is related to other people, individual decisions have a tremendous impact on the
environment (Bertrandias and Elgaard-Gambier
2014). Hence the following hypotheses are
proposed:
H1. Social inﬂuence positively inﬂuences purchase
intention
2.5.2. Xenocentrism and purchase intention
Xenocentrism was ﬁrst formed and debated in
sociology literature as a counterpoint to Sumner's
(1907) xenocentrism idea to deﬁne “individuals who
prefer a society other than their own and who rate
and scale everything in relation to it rather than
their own” (Kent and Burnight 1951). Mueller and
Broderick (2010) subsequently emphasized the
construct's potential relevance for consumer
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research purposes, deﬁning a xenocentric consumer as someone who prefers products from a
country other than their own and rates products in
reference to the foreign country rather than their
own.
Based on above theoretical background, we hypothesize as follows:
H2. Xenocentrism positively inﬂuences purchase
intention
2.5.3. Status consumption and purchase intention
One of the most often discussed subjects in the
existing literature is the relationship between status
consumption and purchase intention (Balabanis and
Diamantopoulos 2016; Rojas-M
endez and Chapa
2019), According to Gaur and Delios (2015), customers like to show their status by patronizing international brands. Consumption of foreign
products/brands has been linked to status consumption. As a result, status consumption is likely
to have a positive impact on imported products towards purchase intention.
Moreover, the capacity to explain the condition of
the product is valued more than the capacity to
deﬁne their practical qualities. In the buying decision process, it is common for the product's status to
take precedence over the functional features of the
product (White 2005). That enables consumers to be
willing to acquire and even pay a greater price for
things with prestige.
Based on above theoretical background, we hypothesize as follows:
H3. Status consumption positively inﬂuences purchase intention
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3.2. Data collection procedure
We developed preliminary measurement items
and questionnaires based on previous research
literature and then made our appropriate modiﬁcations based on the actual environment of this
study. This research collected the data from January
to February 2021.
The participants were asked to ﬁll out survey
questionnaires based on their previous handbag
purchases. The survey involves only woman respondents. The decision not to use brand names is
meant to ensure that consumer associations with
special brands have no bearing on the research results (Thakor and Kohli 1996).
The participants of this study were Ulaanbaatar
residents. According to the statistics department,
the woman population of Mongolia in 2021
amounted to 1,098,569.1 To calculate the sample size,
we used the following formula:
n¼

Z2a=2  N  ½p  ð1  pÞ
32  ðN  1Þ þ Z2a=2  ½p  ð1  pÞ

Here n is the sample size; za/2dthe critical value
of the standard distribution ¼ 1.96 with 95% reliability, Ndthe population size; pd0,5, 3dthe sampling error 5%. The preferred sample size calculated
according to this formula was 384 woman
consumers.
In this study, a total of 500 samples were collected
from Mongolian consumers. After removing invalid
questionnaires, there were 426 valid samples.
Invalid questionnaires were excluded from the
analysis. The effective rates of the collection were
85.2%.
3.3. Measurements

3. Research methodology
3.1. Sampling
In order to achieve research objectives, convenience sampling was used in this study. This study
consists of consumers who recently purchased imported handbags in Mongolia. Smart PLS 3.3 was
used to evaluate the data (Ringle, Sarstedt and
Straub 2012). The data were ruled out if the participants indicated an inappropriate age. Therefore,
the target population of this study was women
consumers (18e65) who have experienced purchasing imported products, who lived in the Capital
city of Mongolia.
1

“Statistical Yearbook of Mongolia” 2020.

The research instrument was translated into the
Mongolian language following a standard backtranslation procedure. To verify reliability and validity status, it was pre-tested with a group of graduate students at the National University in
Mongolia. There were 15 items used to measure
four constructs on a ﬁve-point Likert scale. All scales
of concepts in the research model are adopted from
previous research. Social inﬂuence was evaluated by
adapting items developed by Hsu and Lin (2008).
Furthermore, status consumption was adapted from
Eastman, Goldsmith and Flynn (1999). Xenocentrism was estimated by items adapted from Balabanis and Diamantopoulos (2016), Purchase
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intention to adopt was calculated by using items
adapted from Ajzen and Fishbein (1980).

4. Results
4.1. Data analysis procedure
This study used the social science statistical software packages SPSS 21 and SmartPLS 3.0 to analyze
the data. Partial Least Square (PLS) was employed
to test the model and hypotheses. Model estimation
was performed by SmartPLS 3.0 (Ringle et al. 2013).
t-values were calculated using a bootstrapping
procedure with 1000 re-samples (Chin 1998). Smart
PLS-3 path models have two sets of linear equations: The inner model (structural model) and the
outer model (measurement model). The inner
model speciﬁes the relationship between unobserved or latent variables, and the outer model
speciﬁes the relationships between the latent variable and its observed manifest variable (Henseler,
Ringlt and Sinkovics 2009).
4.2. Measurement model
The general approach recommended by Gefen,
Straub and Boudreau (2000) for evaluating validity
and reliability was followed. Convergent and
discriminant validity was examined for the assessment of validity. The average variance extracted
(AVE) is used as a criterion of convergent validity
(Fornell and Larcker 1981). If AVE is more than 0.5,
it indicates that the construct has sufﬁcient convergent validity. To measure internal consistency,
composite reliability (CR) is used. The value of CR
must be higher than 0.7. Our data shows that CR is
more than 0.7 and AVE is more than 0.5, so all
constructs have convergent validity. Fornell and
Larcker (1981) criterion was used to assess
discriminant validity. The AVE of each latent variable should be higher than the squared correlations
with all other latent variables (AVE > 42). Our data
shows that all AVE exceed the squared correlation,
so all constructs have discriminant validity. Cronbach's alpha and composite reliability are used to
measure internal consistency and measure reliability based on the interrelationship of the

observed item variables. Table 1 shows that the data
are reliable because both Cronbach's alpha and the
composite reliability are above 0.6 (Eisingerich and
Rubera 2010). The Average Variance Extracted
(AVE) measures the convergent validity. The data
have adequate convergent validity if the AVE score
exceeds 0.5.
4.3. Structural model
As the outer model shows that data is reliable and
valid, we can evaluate the inner model. The structural model (inner model) speciﬁes the relations
among latent constructs. We tested the signiﬁcance
level of path coefﬁcients with a bootstrapping with
1000 re-samples. Results indicate that all hypotheses
are supported. Table 2 shows the results of the hypothesis testing and the PLS structural model. The
hypotheses are tested by path coefﬁcients and signiﬁcance levels. First, the researcher analyses the
indirect effect between the independent variable
and the intervening variable. An direct relationship
exists between the variables if the t-value is above
1.96. The results show that SI-PI (5.019) exceeded
1.96, however, SC-PI (1.683) did not exceed 1.96, and
XEN-PI (20.415) also exceeded 1.96. The proposed
conceptual model is supported by empirical data.
The path analysis provides support for all hypotheses in this research. The results of the hypothesis
testing are summarized in Table 2 (see Table 3).

5. Discussion
The current study was undertaken to examine the
effects of consumers' status consumption and social
inﬂuence on purchase intention by focusing on
Mongolian consumers. We speciﬁcally tested consumers’ status consumption, social inﬂuence, and
xenocentrism as antecedents of purchase intention
towards imported handbags.
Hypotheses 1 predict that social inﬂuence has
positive impacts on purchase intention. It was found
that social inﬂuence had a signiﬁcant and positive
effect on purchase intention towards imported
handbags. This is in line with a previous study by
Tjokrosaputro and Cokki (2020), which also found
that social inﬂuence had the most signiﬁcant effect

Table 1. Reliability, convergent and discriminant validity.
Constructs

Cronbach's Alpha

CR

AVE

(1)

(2)

(3)

(4)

Purchase Intention
Social Inﬂuence
Status consumption
Xenocentrism

0.862
0.828
0.833
0.877

0.906
0.886
0.893
0.915

0.708
0.660
0.738
0.729

1.000
0.583
0.062
0.806

1.000
0.126
0.518

1.000
0.039

1.000
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Table 2. Path coefﬁcient results.

Dependent: Purchase
intention
Social inﬂuence
Status consumption
Xenocentrism
R2
R2 adjustment

Original sample (O)

Sample mean (M)

Standard deviation (STDEV)

T statistics

P-value

0.215
0.064
0.696

0.213
0.052
0.698

0.041
0.046
0.035

5.019
1.683
20.415

0.000***
0.093
0.000***
0.280
0.278

***p < 0.00, **p < 0.05, *p < 0.10.

on purchase intention. Henceforth, marketers
should attempt to create positive social inﬂuence for
their products in the future. In such cases, one of the
most popular methods of increasing social inﬂuence
is through inﬂuencer marketing. At the same time,
the data revealed that in the case of Mongolian
consumers, xenocentrism does carry a positive effect on the purchase intention towards imported
products. Therefore, marketers should consider
consumer xenocentrism when making branding
decisions (Klein 2002).
According to the ﬁndings of the Zahid and Dastane (2016) study on South East Asian (SEA) Young
Adults, “Strongest positive correlation occurred
between social inﬂuence and purchase intention
which proves social inﬂuence is the most important
factor of all which determines purchase intention”.
Furthermore, it appears that the most commonly
used variables in Asian research on factors inﬂuencing purchase intention on consumers were social
inﬂuences (Sharma et al. 2006).
Our research also shows that social inﬂuence has
a strong and signiﬁcant inﬂuence on the purchasing
intention of Mongolian women. Perhaps a common
feature of Asian consumer behavior is social inﬂuence. Therefore, it may be effective for importers to
implement a combination of promotion strategies
such as social inﬂuencer, social media, buzz marketing, and Word of Mouth (or e-WoM) to introduce
their products to the market.
Consumers in developed countries prefer to purchase domestic products while consumers in
developing countries prefer products from developed countries (Alden et al. 2013). Research shows
that xenocentrism has a signiﬁcant and positive
impact on purchasing intention towards imported

handbags. The results of our research were consistent with Sharma et al. (2006) “Asian consumers
prefer products made in Western countries”. In
other words, Mongolian women, like other Asian
consumers, are interested in buying products from
developed or Western countries. Therefore, importers can focus on staying in the market by
providing information on the origin of the product
to the target market. Instead, domestic manufacturers should try to gain a competitive advantage
from importers by establishing joint ventures with
developed or Western handbag manufacturers and
becoming their franchisee.
Another Asian example is South Korea, which, in
addition to its two neighbors (Russia and China), is
one of the top trading partners with Mongolia.
Korean products, which are already well-known
among Mongolian consumers. Korean products are
high quality with affordable price and logistics are
well developed compared to Western countries.
Its liberal trade policy has allowed multi-national
products to enter the country, giving its people
more foreign-made product options than they had
ever had before.
South Korea has grown as a major exporter of
popular culture since the 21st century, which have
become important parts of the country's booming
economy. In 2021, South Korea was Mongolia's 4th
biggest trade partner following China, Russia and
Japan. Apart from 1990, the ﬁrst year of establishing
diplomatic ties, South Korea has recorded a
consistent trade surplus with Mongolia. South
Korea has had a profound inﬂuence on modern
culture, music, ﬁlm production, television and the
behavior of people around the world. Mongolians
are inﬂuenced by Korean culture in a variety of

Table 3. The results of the hypothesis testing.
H1
H2
H3

Hypotheses

Results

Social inﬂuence has a positive impact on imported products purchase intention
Xenocentrism has a positive inﬂuence on imported products purchase intention
Status consumption has a positive impact on imported products purchase intention

Conﬁrmed
Conﬁrmed
Rejected
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ways, including work, studies, K-pop, Korean
dramas, Restaurants, Chain stores (E-mart, CU, GS25) and Cosmetic products. This cultural inﬂuence
has created a solid foundation for a favorable attitude toward any Korean national brand.
Our study concludes that status consumption
does not affect the purchasing intention. Compared
to other Asian countries, Mongolia's late transition
to a market economy and the recent shift in economic and social ideology, as well as the small differences in social class and social group, may have
contributed to this conclusion. Fake and counterfeit
versions of luxury handbags are common on the
black market, so a marketing strategy for importers
to establish an average and public brand can be
successful.
This also may be due to the low level of domestic
production in Mongolia, the high consumption of
imported consumer products, the fact that some
imported products are cheaper than domestic production due to its border with China and the majority of consumers do not trust some imported
goods.
Perhaps these hypotheses can be conﬁrmed only
if we study the purchase intention towards imported
luxury brands of handbags from highly developed
countries. It will be more effective to conduct more
detailed research in these areas in the future.
5.1. Limitations and future research
These results contribute to our understanding of
both status consumption and social inﬂuences on
purchase intention. However, the study has certain
limitations. One of the circumstances that may have
negatively inﬂuenced the results is the insufﬁcient
number of participants in the present study. Four
hundred and twenty-six participants were conducted in Ulaanbaatar city in Mongolia. By
increasing the sample size, testing this model
extensively, future research could be generalized to
critically evaluate the proposed framework. The
data was gathered from the capital city of Mongolia,
which may not represent the entire population of
the country.
Future studies are highly recommended to select a
more diversiﬁed group of individuals. Moreover,
culture also affects consumer behavior differently.
Consequently, these can be considered as potential
limitations for a future study.
Future research should examine the constructs in
terms of demographic or psychographic characteristics. A gender analysis, for example, may demonstrate
that men and women consume differently based on
their status, social inﬂuence and xenocentrism, which

could enable a more targeted strategy. Moreover,
psychographic segmentation may inﬂuence xenocentrism, which could enable a more targeted strategy, thus campaigns that strongly resonate with this
target market can be implemented.
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